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Title: A Study on the Control of Outdoor Advertisements by Street Width
- Focusing on Outdoor Advertisement Installation Area and Lettering Sizes in Outdoor

Advertisements -

Abstract

A Study of method of inducing outdoor advertisements according to street width.

The purpose of this study is to propose appropriate installation area and lettering sizes for
outdoor advertisements according to street width through an empirical investigation of
outdoor advertisement installation area and lettering sizes in outdoor advertisements by

street width.

(1) First, we conducted a preliminary investigation on the relationship between street
width and the volume and area of outdoor advertisements. As a result, it became clear that
the area and volume of outdoor advertisements causes impressions to differ even when the
street width is the same.

(2) We conducted an investigation on photograph angles of view in order to conduct
research using photographs and simulation images. The investigation was conducted by
taking panoramic photographs with 28mm and 50mm camera lenses taking into
consideration the normal angle of view and the viewing angle of viewers. As a result, it
became clear that 119° panoramic photographs taken with a 28mm lens receive the highest
evaluations in terms of landscaping.

(3) In order to determine the proper surface area for outdoor advertisements according to
street width, we created four different patterns of simulation images for each size of street
from two-lane roads to eight-lane roads. In terms of advertisement area in relation to wall

»”

surface, the four patterns were: “one-third of the wall surface,” “one-third of the wall surface
but limited to the first three floors,” “one-fifth of the wall surface but limited to the first
three floors,” and “limited to the lower floors.” An analysis of impression evaluations showed
that it is preferable to use “one-fifth of the wall surface but limited to the first three floors”
for two and four-lane roads, and to use “one-third of the wall surface but limited to the first
three floors” for six and eight-lane roads.

(4) In order to determine lettering size in outdoor advertisements by street width, we
created simulation images for each size of road from two-lane roads to eight-lane roads with
the sizes of the lettering limited to “60% of the advertisement area,” “40% of the

advertisement area,” “30% of the advertisement area,” and “10% of the advertisement area”

and with the surface area of outdoor advertisements set at “one-fifth of the wall surface but



limited to the first three floors.” An analysis of impression evaluations showed that it is
preferable to set the size of outdoor advertisement lettering at “30% or 40% of the
advertisement area” for two and four-lane roads, and to set it at “40% of the advertisement
area” for six and eight-lane roads.

(5) We created three patterns for each size of road based on the results of the
investigations on area and lettering sizes in outdoor advertisements. The three patterns
were: “photographs of the present state,” “after applying the results to outdoor
advertisement area,” and “after applying the results to both outdoor advertisement area and
lettering sizes.” An analysis of impression evaluations showed that the samples applying
these area and lettering sizes in outdoor advertisements were the most highly evaluated.
Moreover, we were able to verify the effectiveness of application along actual roads.

There 1s a lack of research linking outdoor advertisements with street width, and so this
study is significant in that it made clear the potential for guidance in outdoor
advertisements according to street width. Furthermore, it can be expected that the results of
this study will be useful as a basic resource when creating regulations and guidelines for

road landscaping in the future.



